Introduction
The Islamic banking sector worldwide has witnessed remarkable expansion over the past several years. Reports have shown that the total global Islamic banking assets from commercial banks grew from $1.3 trillion in 2011 to $1.7 trillion in 2013 (World Islamic Banking Competitiveness Report, 2013) and is expected to grow beyond the milestone of $4.8 trillion by 2018 (World Islamic Banking Competitiveness Report, 2013) . In the context of Malaysia, the Islamic banking sector has also come a long way since its humble beginnings three decades ago. Starting with one sole local Islamic bank in 1983, the industry now comprises 16 local and foreign Islamic banks with Islamic banking assets reaching $124.8bn, with compound average growth rate (CAGR) of 18.6 per cent for the year -2013 (KFH Research, 2013 .
Islamic banking is based on Shariah law, which are the rules and practices based on Quranic teachings and prescriptive practices of Prophet Muhammad (PBUH). These laws are supported by other secondary sources of Islamic law such as opinions collectively agreed among Shariah scholars, analogy and personal reasoning (Bank Negara Malaysia, 2010) . The operations of Islamic banking are based on the concept of mutual risk and profit sharing between parties, with assurance of fairness for all and transactions that are based on an underlying business activities or assets. The foundations of Shariah law that govern Islamic banking transactions are the prohibition of riba (usury/interest), maisir (gambling/ betting) and gharar (speculative trading/dubious ambiguity) concepts that make the Islamic banking system unique from conventional banking.
In practice, the consumer base for Islamic banking is not limited to Muslims but also to non-Muslims. However, the industry faces several challenges in breaking through the mindsets of the public. First, Islamic banking has been misconstrued as being applicable and offered to Muslims only. Hence, there is still a large portion of non-Muslims who are reluctant to engage in Islamic banking services. Second, ironically Islamic banking has also been rejected by the Muslims because of misperceptions that Islamic banking is a mere replication of conventional banking or simply a way of "Islamising" conventional banking products to attract the Muslim market (Butt et al., 2011; El-Gmal, 2001 ). Thus, doubts still arise among the orthodox Muslims whether or not Islamic banking truly embraces the fundamentals of Islam. Third, public awareness and understanding of Islamic finance principles can still be regarded low, hence hampering full growth potential of the industry. Studies more than ten years ago have suggested that Malaysians' understanding of Islamic banking was poor (Abdul Hamid and Mohd Nordin, 2001) , and even after a decade, other researchers have surprisingly found similar results (Thambiah et al., 2011) .
The above arguments suggest that comprehending the determinants of Islamic banking services adoption is crucial so that appropriate measures can be undertaken by Islamic financial institutions to keep pace with stiff competition within the industry. Hence, this study first investigates the level of individual's self-reported understanding on various Islamic banking concepts. Next, it attempts to identify the factors that influence the adoption of Islamic banking. This study contributes to the literature by empirically testing Rogers' (2003) Diffusion of Innovation (DOI) as proposed by Jamshidi et al. (2015) with the incorporation of other independent variables, such as consumer innovation, understanding and bank personnel's professionalism, in the context of Islamic banking services.
The paper proceeds as follows. The next section provides an overview of relevant literature; Section 3 describes the methodology; Section 4 discusses the research findings; and Section 5 concludes the paper.
2. Literature review 2.1 Awareness and understanding of Islamic banking concepts Rogers' (2003) DOI theory outlines five stages of the mental process that an individual undergoes before actually adopting the usage of a product or service. The mental process begins with a person's awareness, which then proceeds to knowledge, persuasion, decision and confirmation of adoption. After awareness is created, an individual would also need to understand the features and benefits of the product or service being offered. In the context of Islamic banking, Haron et al. (1994) found that 80 percent of Muslim respondents and 53 per cent of non-Muslim respondents indicated that Islamic banking would be their option for their monetary affairs if they have better understanding of the operations of Islamic banking. Islamic banking services in Malaysia Loo (2010) found that generally, non-Muslim respondents could not understand Islamic banking concepts, but surprisingly their level of understanding on Islamic concepts were at a moderate level. Ironically, studies have also found that even employees of Islamic banks lacked the awareness regarding Islamic finance principles (Awan and Shahzad Bukhari, 2011) . In the context of Pakistan, Khattak and Rehman (2010) found that customers between the age of 21 and 40 years had greater awareness towards Islamic banking compared to other age groups. As opposed to Metawa and Almossawi (1998) , Khattak and Rehman (2010) found that Generation X had greater acceptance for Islamic banking compared to Baby Boomers. The results showed that 34 per cent of Generation X were willing to patronise Islamic banking, while the percentage of Baby Boomers only stood at 14 per cent, inferring that higher awareness is positively related to the adoption of Islamic banking.
As Islamic banking in Malaysia has been around for more than thirty years and that 60 per cent of the population are Muslims, it can be argued that the awareness level of Malaysians toward Islamic banking would be at an acceptable level. However, as noted by Thambiah et al. (2011) and Abdul Hamid and Mohd Nordin (2001) , the level of understanding of Islamic banking remains low.
Hence, this study posits that the level of understanding significantly influences the adoption of Islamic banking services.
Perceived attributes of innovation
The DOI theory developed by Rogers (1983 Rogers ( , 2003 to measure the adopters and potential adopters' perceptions on new innovation products/services/ideas have been applied and tested, among others, in various fields such as Information Technology (Citrin et al., 2000) , Islamic credit card (Jamshidi and Rezaei, 2012) , internet banking (Rugimbana and Iversen, 1994) , mobile banking (Al-Jabri and Sohail, 2012), marketing (Easingwood, 1983; Chao et al., 2012) and education sector e-learning (Hsbollah and Idris, 2009 ). Rogers' diffusion theory has been cited as the most relevant theory of perceived characteristic literature (Moore and Benbasat, 1992) .
According to Rogers (1983 Rogers ( , 2003 , there are five general attributes of innovation: i) Relative Advantage; ii) Compatibility; iii) Complexity; iv) Observability; and v) Trialability. Empirically, however, the results have been mixed. Rugimbana and Iversen (1994) found that although the relative advantage dimension of perceived attributes was significant in the adoption of automatic teller machines (ATMs) in Australia, observability was found to be insignificant. Similar to Rugimbana and Iversen (1994) , Moore and Benbasat (1996) discovered that trialability was less important in the adoption of information technology innovation within an organisational context. It was because organisations that offer technology to the employees was able to minimise the discrimination power. Meanwhile, Hsbollah and Idris (2009) showed that only relative advantage and trialability were applicable in the context of e-learning adoption. Meanwhile, Chatzoglou and Vraimaki (2010) concluded that Roger's theory was only partially supported in the context of internet usage innovation.
Recently, a framework conceptualising the determining factors of Islamic banking services was proposed by Jamshidi et al. (2015) based on Roger's DOI theory. The authors argue that the theory offers flexibility on its application in any area including Islamic banking adoption.
Based on the disparities in the evidence, it is hypothesised that perceived attributes of innovation (relative advantage, observability, trialability, compatibility and complexity) significantly influences the adoption of Islamic banking services.
Bank personnel's professionalism
In the marketing literature, Selnes (1998) suggests that trust is a strong antecedent of motivation to enhance the relationship between suppliers and customers. Similarly, Williams (1998) identified customer orientation as a significant antecedent in developing and maintaining buyer-seller relationships. The findings suggested that a customer-orientated sales person should discover and respond to customers' needs to develop a strong, significant and positive associate relationship with customers. Sales personnel should spend more time and effort to understand the customers' needs and problems, then respond accordingly. Studies have suggested that the interaction between customers and the bank is an important dimension in perceived value for financial services. Roig et al. (2006) found that the functional value of bank personnel (professionalism) and emotional value (the feelings experienced by the customer) were the most important elements of customers' perceived value in the banking sector. Furthermore, the study also emphasised that the actions of the bank personnel directly reflected in the customers' emotional value. Thus, banks are advised to offer quality training to their personnel to ensure that they have sufficient knowledge to serve customers.
In Malaysia, a study conducted by Haron et al. (1994) emphasised the importance of quality service by bank personnel to attract customers to adopt Islamic banking. Dusuki and Abdullah (2007) obtained similar findings that bank personnel with friendly and courteous values were the most important criteria in patronising Islamic banks in Malaysia. In addition, the personnel's knowledge regarding Islamic finance principles is also an important factor that would have a positive impact on Islamic banking patronage (Awan and Shahzad Bukhari, 2011) . However, Ranjbar and Sharif (2008) contested the above results, as they found that "friendliness of bank personnel" was not an important criteria for both Muslim and non-Muslims in regards to the adoption of Islamic banking.
In view of the conflicting arguments, this study postulates that bank personnel's professionalism significantly influences the adoption of Islamic banking services.
Consumer innovativeness
The concept of consumer innovativeness plays a vital role in determining an organisation's marketing strategy. This is because innovative customers are important in the market segment, and therefore, successful marketing strategies have been launched to target these customers. Im et al. (2007) define consumer innovativeness as an unobservable trait that reveals a person's inherent innovative personality, predisposition and cognitive style to interpret and combine information in a noble way and/or able to come out with solutions that are different from other accepted conventions. Citrin et al. (2000) viewed consumer innovativeness as an important factor in helping marketers to identify early adopters of their products. Besides contributing to the initial sales of a new product/service, early adopters also can recommend the product or service via word-of-mouth communication to late adopters. Thus, by understanding the early or potential adopters' personality and using this knowledge to create a positive image of product/service, it can be foreseen that sales of the product or service will be good. For example, Aldás-Manzano et al. (2009) investigated the role of consumer innovativeness in online banking usage and they found that consumer innovativeness was an important factor in increasing the adoption of e-banking in Spain.
In addition, consumer innovativeness has been found to be positively related to the intentions to adopt location-based services, a life service that is able to provide users with information regarding their location and destination (Huang et al., 2011) . Similar findings in regards to the role of consumer innovativeness in the context of new electronic products in Rivers State of Nigeria (Adiele, 2012) and mobile-commerce in the USA (Lu, 2014) has also been observed. On the other hand, Lassar et al. (2005) found that innate consumer innovation variable had a significant negative effect on online banking adoption. In contrast, another stand of literature highlights that consumer innovativeness was not a strong predictor of Islamic banking services in Malaysia new product ownership in the context of consumer electronic products (Im et al., 2003; Chao et al., 2012) and new apparel fashion (Rahman et al., 2014) . In this study, the influence of consumer innovativeness in the context of Islamic banking adoption is investigated.
Methodology

Sampling design
This study used a quantitative approach to achieve the objectives of this study. As it was not viable to obtain a comprehensive list of Islamic banks customers from the banks because of confidentiality reasons, the study adopted a convenience non-probability sampling of MBA students from a leading public University in Kuala Lumpur. Majority of these students are part-time, working individuals. Although the use of student samples in social science research have been criticised because of external validity and generalisability issues (Guion, 1987; Wintre et al., 2001) , it has been argued that researchers must demonstrate how the results may be applied to real-life situations (Bello et al., 2009) . Furthermore, the advantage of using the convenience sampling approach as well as using a student sample is that it saves time and cost, and furthermore, MBA students represent working individuals from a wide range of industries and backgrounds. A total of 162 sets of self-administered questionnaires were distributed to the students, and in addition, a softcopy version was sent to the MBA students' email listing. From a total of 162 hardcopies of the questionnaires that were distributed, 151 were returned complete. As for regards the online version, 49 responses were returned and deemed useable for further analysis. Hence, the total number of responses obtained was 200.
Measurement of variables
Data were collected using a questionnaire worded in English, consisting of four parts. The questions were designed in simple, concise and precise terms so that it would be easier for the respondents to understand and avoid confusion.
3.2.1 Demographics. The first part of the questionnaire (Part A) covered demographic information of the respondents such as gender, age, income level, occupational and educational level.
3.2.2 Adoption of Islamic banking. Part B of the questionnaire asked questions regarding the adoption of Islamic banking. The adoption of Islamic banking was measured via a simple dummy variable asking "Are you an Islamic banking customer?" There were two options for the respondents to choose from (Yes = 1; No = 0). The measurement was used from Lassar et al. (2005) , however, modified from the context of online banking and to Islamic banking. According to Lassar et al. (2005) , although the question appears to be a limited behavioural measure, it is deemed acceptable because it is able to tap the actual behaviour in the area being studied. Furthermore, it is a simple question that is easy to understand and is able to determine a person's adoption of Islamic banking services.
To further gauge the adoption of Islamic banking adoption, respondents were also asked to indicate the types of Islamic banking products held (e.g. saving accounts, current account, credit card, property financing, auto financing and personal financing).
3.2.3 Understanding of Islamic banking. Part B of the questionnaire also contained a question to test the respondents' self-reported level of understanding on several Islamic finance concepts applicable in Islamic banking products (riba, shariah, ijarah 3.2.4 Perceived attributes of innovation and bank personnel's professionalism. Part C of the questionnaire measured the respondents' perceived attributes of Islamic banking whereby 23 questions were included and those were adapted from different studies as follows:
Relative advantage was measured using four items adapted from Taylor and Todd (1995) . Compatibility, complexity and trialability were measured using a total of 15 items adapted from Al-Jabri and Sohail (2012). Observability was measured using 4 items adapted from Rugimbana and Iversen (1994) . Bank personnel's professionalism was measured based on 5 items adapted from Rugimbana and Iversen (1994) .
3.2.5 Consumer innovativeness. In Part D of the questionnaire, The Kirton Adaption Innovation Inventory (KAI) was used to measure a person's generalised innovative predispositions. According to Im et al. (2007) , KAI has been tested extensively for reliability, content validity, generalisability and factor structure in different contexts. Based on studies conducted by Keller and Holland (1978) , Goldsmith (1984) and Im et al. (2007) , the originality sub-dimension of KAI which contains 11 items shall be used to measure the innate customer innovativeness in this study. However, only 10 items were used in this study as one question, that is, "is stimulating" was deleted from the questionnaire based on feedback from the pilot test.
Results and discussion
Demographic profile of the respondents
Of the 200 selected respondents, majority (57.5 per cent) were aged between 26 and 35 years and the least were 56 years old and above (1.5 per cent). In terms of gender, a rather balanced proportion of female and male respondents participated, and most of the respondents (70 per cent) held a Bachelor's degree. Slightly more than half of the sample comprised Muslims, followed by Buddhists (29 per cent). The descriptive statistics showed that a sizeable portion (45.5 per cent) were used at the executive level and most of them (40.5 per cent) earned between RM2,501-RM5,000 monthly. Full results of the demographic profile of respondents are presented in Table I .
Islamic banking adoption
As mentioned earlier, the adoption of Islamic banking was measured by asking "Are you an Islamic banking customer?" which is a simple question that is easy to understand and able to determine a person's adoption of Islamic banking services. Table II shows that the majority (71 per cent) of the respondents are Islamic banking customers, while only 29 per cent of them are non-Islamic banking customers. The respondents were also asked to indicate the types of Islamic banking products they held. From Table II , it can be noted that saving account was the popular product in Islamic banking with 118 respondents maintaining saving account. The rest of the products such as auto financing, property financing, current account, credit card and personal financing were less popular as less than 20 per cent of Islamic banking customers/respondents had those products.
Understanding of Islamic banking concepts
The first objective of this study is to investigate the level of understanding on various Islamic banking concepts. As earlier mentioned, respondents were asked to self-assess their level of understanding on several Islamic finance concepts (riba, Shariah, ijarah, mudarabah, musyarakah and murabahah). Results reveal that the respondents have above average (m > 2.50) level of understanding on riba and Shariah concepts with mean of 2.780 and 2.775, respectively (Table III) . Based on the results, it can be concluded that the Islamic Islamic banking services in Malaysia Note: a The percentages do not add up to 100% as the respondents may select more than one type of product banking customers' understanding of Islamic banking concepts for this study is above average. This result is consistent with Khan et al. (2008) that some general products/ concepts such as riba was perceived to be relatively well-understood by customers. However, the results of this study indicates that most of the respondents do not really understand the concepts of ijarah (m = 1.985), mudarabah (m = 2.115), musyarakah (m = 1.905) and murabahah (m = 1.880), as the mean scores were below average (m < 2.50).
The mean of respondents' overall perceived level of understanding was computed by adding the mean for all concepts and dividing them with the number of concepts (riba, Shariah, ijarah, mudarabah, musyarakah and murabahah). Table IV shows that the overall perceived level of understanding on Islamic banking concept is 2.24/5. Hence, overall, the respondents' level of understanding can still be considered low, as it is below average (m < 2.50). However, compared to the results of Mohd Najeeb (1999) indicating a mean of 1.81, the results of this study implies a general improvement of the level of understanding of Islamic banking concepts in Malaysia. It is important to note that since 1999, researchers such as Mohd Najeeb (1999) and Abdul Hamid and Mohd Nordin (2001) had already commented that consumers lacked understanding in Islamic banking concepts. Similar findings were found in this study and this shows that the government and Islamic financial institutions need to continuously educate Malaysians to improve the level of understanding on Islamic banking concepts. This finding also corroborates with studies looking at consumers in Singapore, Jordan and Mauritius conducted by Gerrard and Cunningham (1997) , Naser et al. (1999) and Ramdhony (2013) , respectively, which concluded that most of the respondents did not understand Islamic banking concepts such as mudarabah, musyarakah, murabahah and ijarah.
Factors influencing the adoption of Islamic banking
Next, the factors influencing the adoption of Islamic banking was examined using a logistic regression. However, before that, several procedures were carried out. This involves a factor analysis, reliability tests and correlation tests.
4.4.1 Factor analysis. An exploratory factor analysis (EFA) was conducted to define the underlying structure in a data matrix and to analyse the structure of interrelationships among a large number of variables by defining a set of common underlying dimensions called factors. The validity of sampling used the Kaiser -Meyer -Olkin (KMO) and Bartlett's test. The results are reported in Table V. The KMO was 0.872 and Bartlett's test was 0.000, suggesting that the instruments of this study were valid. Table VI shows that items for relative advantage (Adv1, Adv2 and Adv4), compatibility (Compat1, Compat 2 and Compat3) and observability (Observ1, Observ2 and Observ3) were loaded on one factor. The same situation for items of relative advantage and compatibility which were loaded together has been found in other studies (Moore and Benbasat, 1992; Taylor and Todd, 1995) . However, in this study, the items for observability were also loaded with relative advantage and compatibility. Therefore, this component was renamed as perceived advantage, containing three factors of Roger's perceived attributes of innovation, that is, relative advantage, compatibility and observability. Two other factors of perceived attributes of innovation, complexity and trialability, were loaded into two separate factors.
Nine items for consumer innovativeness were loaded in two factors. Therefore, the items for consumer innovativeness were grouped into two factors, which we label as personal innovativeness (Inno1, Inno2, Inno3, Inno4 and Inno5) and general innovativeness (Inno7, Inno8, Inno9 and Inno10). The remaining items under bank personnel's professionalism were loaded into a separate factor.
To ensure the degree of consistency among respondents' answers, a reliability test was conducted (Table VI) . This test allows researchers to test the reliability of the instruments. According to Nunnally (1978) , an alpha value equal to or greater than 0.70 is acceptable, as the researcher's measurement possess sufficient reliability. Based on the results, seven items which were understanding (0.916), perceived advantage (0.905), complexity (0.770), bank personnel's professionalism (0.929) and consumer innovativeness (0.780) attained Cronbach's alpha above 0.70. The results indicate that these items in this study have a high level of reliability and acceptance except trialability (0.352), which had a very low Cronbach's alpha value (0.352). Therefore, trialability was dropped from further analysis.
In view of the results of the rotated component matrix and reliability rest, the final model tests the following hypotheses:
H1. Understanding of Islamic banking concepts influences the adoption of Islamic banking services.
H2a,b. Perceived attributes of innovation (perceived advantage and complexity) significantly influence the adoption of Islamic banking services.
H3. Bank personnel's professionalism has a significant effect on the adoption of Islamic banking services.
H4a,b. Consumer innovativeness (personal innovativeness and general innovativeness) significantly influences the adoption of Islamic banking services. The results reveal that understanding significantly predicts the probability of Islamic banking product adoption (Table VII) . This result is in line with preceding studies that have found customers' understanding and knowledge regarding Islamic banking as important factors influencing their acceptance of Islamic banking (Haron et al., 1994; Asif and Anjum, 2012; Thambiah et al., 2012; Bisharat, 2014) . These findings strengthen the notion that because of the intangibility and complexity of financial services in general and Islamic banking in specific, the depth of knowledge and understanding that consumers have towards the product or service will have a positive impact on its adoption. This precondition may not necessarily hold true for other straightforward and simpler products/services that may be adopted even with poor levels of information and understanding.
In Table VII , the estimation shows that perceived advantage tends to be a strong and significant factor influencing the adoption of Islamic banking products/services in Malaysia. The perceived advantage dimension encompasses three sub-components: relative advantage, compatibility and observability. The evidence suggests that respondents perceive Islamic banking products/services to be superior compared to alternative banking services offered under conventional banking (relative advantage). In addition, the adoption of Islamic banking services appears to be consistent with their values, needs and past experience (compatibility) and can be observed, imagined and described by the customer (observability). This result is consistent with the findings of Rugimbana and Iversan (1994) and Thambiah et al. (2013) that found significant relationships between the adoption of Islamic retail banking with relative advantage and compatibility. However, the same cannot be deduced for the relationship between the adoption of Islamic banking and observability as found in past studies (Rugimbana and Iversan, 1994; and Thambiah et al., 2013) .
Complexity was also found to be insignificantly related to the probability of the adoption of Islamic banking services, consistent with Al-Jabri and Sohail (2012). In marketing research, some studies have found complexity to be inversely related to the intention to use (Eriksson et al., 2008; Sheng et al., 2011) . According to Gu et al. (2009) , complexity measures the level of complexity or simplicity of consumer in adopting new technology or services. The insignificant results found in this study may be explained by the fact that almost 90 per cent of the respondents held a Bachelor's or Master's degree. In Malaysia, in line with government mission to transform Malaysia as one of Notes: ** and *** denote significance at the 5 and 1% level, respectively. a Perceived advantage encompasses relative advantage, compatibility and observability the biggest Islamic finance hub globally, various workshops have been held to enhance the competency of local young professional in the area of Islamic finance. In addition, universities also play a significant role in offering Islamic finance subjects as elective courses for students. Hence, the respondents of this study may have already acquired a basic understanding of Islamic finance and its instruments. Because of the high level of Islamic banking exposure, they tend not to have any difficulty in understanding the Islamic finance products; therefore, the complexity measurement is irrelevant in determining the adoption of Islamic banking services in the context of this study.
Consistent with Ranjbar and Sharif (2008) , the results failed to find any significant relationship between bank personnel's professionalism and the adoption of Islamic banking. In this regard, a possible explanation is that majority of the respondents in this study merely held saving and current accounts with Islamic banks. These products are actually basic services offered by Islamic bank which require minimal interaction with bank personnel compared to other more complex financial services such as property, auto and personal financing. In general, customers will interact closely with bank personnel for financial products which are considered more complicated as opposed to saving or current account. Therefore, it can be implied that the respondents in this study did not often interact closely with their bank personnel. Under this condition, it is deemed acceptable that Bank Personnel's Professionalism is not a significant factor in influencing the adoption of Islamic banking.
The results suggest that personal innovativeness and general innovativeness do not significantly influence Islamic banking adoption, consistent with previous studies (Im et al. 2003; Lassar et al., 2005; Chao et al., 2012; Rahman et al., 2014) . Steenkamp et al. (1999) defined consumer innovativeness as "the predisposition to buy new and different products and brands rather than remain with previous choices and consumption patterns", and many studies have found that this construct plays a vital role in influencing innovators or late adopters (Citrin et al., 2000; Aldás-Manzano et al., 2009; Huang et al., 2011) . However, as consumer innovativeness was found to be insignificantly related to the adoption of Islamic banking services in the context of this study, this implies that it is immaterial for Islamic banks to influence and capture late adopters to use Islamic banking services. Therefore, it could also mean that Islamic banks should attempt to capture consumers regardless of whether they are early or late adopters. The insignificant results could also be because of an indirect effect, rather than a direct effect of consumer innovativeness towards new product adoption, as suggested by Im et al. (2007) .
Overall, the results indicate that only H1 and H2a are accepted, whereby the level of understanding and perceived advantage significantly influence the probability of adopting Islamic banking services. Meanwhile, complexity, bank personnel's professionalism, personal innovativeness and general innovativeness do not affect the adoption of Islamic banking services.
Conclusion
In this paper, the factors influencing the adoption of Islamic banking products/services in Malaysia were investigated. A sample of 200 respondents was used for analysis. Then, a logistic regression was used to identify the determining factors of Islamic banking adoption, comprising understanding, perceived advantage, complexity, bank personnel's professionalism, general innovativeness and personal innovativeness.
The preliminary findings show that the respondents' self-reported level of understanding on riba and Shariah concepts is above average; however, their understanding on concepts such as ijarah, mudarabah, musyarakah and murabahah appears to be low. Overall, it can be inferred Islamic banking services in Malaysia that the level of understanding on these Islamic banking concepts is below average. Although Malaysia is among the biggest Islamic hub globally and despite the fact that the majority of Malaysia's population are Muslims, consumers' knowledge and understanding of Islamic banking is very much lacking. While the adoption of basic products such as saving account is encouraging (65 per cent of the respondents indicated being Islamic banks customers), the adoption of other financing services still lags behind. Hence, Islamic banks must provide sufficient training to their personnel (especially front-line personnel dealing with customers) to promote other Islamic financial services to their customers. As consumer innovativeness was found to be insignificantly related to the adoption of Islamic banking, bank personnel should target all customers regardless of whether they are early or late adopters of Islamic banking. The logistic estimation results infer that understanding and perceived advantage significantly influence the adoption of Islamic banking in Malaysia. This suggests that efforts to increase the level of understanding regarding Islamic banking concepts will potentially lead to growth in the adoption of Islamic banking. First, the concepts as outlined above (e.g. ijarah, mudarabah, musyarakah and murabaha) need to be explained in layman terms for both Muslim and especially non-Muslim customers. There is also a need to emphasise that although Islamic banking are grounded in these concepts, the products are not only confined to Muslims customers but also to non-Muslims. Most importantly, the underlying fundamentals of the Islamic banking products need to be explained to potential customers. As perceived advantage was found to be a significant determinant of Islamic banking adoption, it is essential that the advantages of Islamic banking (e.g. profit sharing, mutual risk and avoidance of speculative investments) be highlighted to convince potential customers on the uniqueness and benefits of Islamic financial products as opposed to conventional products. For example, the fact that Islamic banking products avoid speculative trading (gharar) and gambling elements (maisir) infers that Islamic financial products are less risky and safer compared to non-Shariahcompliant financial products and, hence, should be emphasised to prospective customers.
The government plays a vital role in encouraging Malaysians to adopt Islamic banking and can help boost Islamic banking adoption by offering various incentives. Such incentives are evident as reflected in the recent Malaysian Budget 2016 in which the Prime Minister announced tax cuts on the issuance costs of "sustainable and responsible investment" (SRI) Islamic bonds or sukuk. In addition, it was announced that Shariah-compliant loan instruments would enjoy a 20 per cent stamp duty exemption, particularly in the financing of home purchases (Chow, 2015) . These are examples of the government's earnest efforts of boosting the Islamic finance industry in Malaysia. As perceived advantage was found to be an important element influencing the adoption of Islamic banking, these tax advantages should be clearly emphasised to customers to convince them of the objective benefits of Shariah-compliant financial products. Moving forward, the government should also intensify education programmes via road shows to accelerate the growth of Islamic banking among individual as well as corporate consumers. These efforts would collectively contribute to the success of elevating Malaysia's position as the top Islamic financial hub globally.
No significant relationships were found between the dependent variable and the other four independent variables (complexity, bank personnel's professionalism, general innovativeness and personal innovativeness) with Islamic banking adoption. These results suggest that these factors are not important in the adoption of Islamic banking. Consumers' do not have to be innovative to adopt Islamic banking, but more importantly, understanding the Islamic finance concepts and seeking for its advantages are more significant determinants.
One of the limitations of this study is the use of a relatively small sample size of 200 MBA students; hence, results may not be generalised to the entire population. Future research using a representative sample based on probability sampling across Malaysia would provide more significant and generalisable findings. The proposed framework is also constrained by a limited number of independent variables. The study may have overlooked the effect of intervening variables such as advertising and word of mouth in influencing the adoption of Islamic banking. In addition, other motivating factors such as Islamic finance literacy and religiosity (as suggested by Rehman and Shabbir, 2010 ) may provide deeper insights on why customers may adopt Islamic banking products. Finally, this study did not test for causality between understanding/knowledge and adoption. Thus, future studies could test for causality to examine whether more knowledge and understanding would increase the adoption of Islamic financial services or vice versa. Notes 1. "a type of "lease" that literally means "to compensate" and "to give something on rent".
Technically, Ijarah is a contract of transfer of ownership of usufruct or service in exchange for a specified consideration" (Bank Negara Malaysia, 2010).
2. "a form of Islamic equity-based partnership contract, commonly known as a profit-sharing contract. It is a partnership contract where the capital provider contributes the capital while the manager provides managerial skills to manage the Mudarabah capital accordingly" (Bank Negara Malaysia, 2010).
3. "occurs when an Islamic banking institution becomes one of the shareholders in a newly set-up or an existing company" (Bank Negara Malaysia, 2010).
